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A Summary of Facilitated Discussion

« 5 out of the 9 table groups decided to focus on mentoring for young professionals, with 1 group focusing specifically on
mentoring for young professional Asian talent as their target group.

« 4 out of the 9 table groups focused on mentoring for women, with 2 groups focusing on young women and 1 of those groups
focusing on young Asian women specifically.

Each table group was asked to identify the objectives for their Table 1.
selected mentoring programme and highlight what they
considered to be the top three objectives. A summary of the
results for the two main different kinds of mentoring 1. Retain talent
programmes, women and young professionals, is provided in 2. Develop personal skills
Table 1. There were some common themes, with the number
one objective for both kinds of mentoring programme being the
retention of talent. However, whilst the objectives for the
women mentoring programmes were fairly specific - focused on |+ Expose to role models as a source of inspiration

Top 3 Objectives for Women Mentoring

3. Drive career advancement
Other Objectives for Women Mentoring

ways to facilitate the career advancement of women to enable - Expand young women’s career advocacy network
more women to reach senior positions, the objectives for the - Open lines of communication with women in a safe and
young professionals mentoring programmes were more broad. trusted environment

They included objectives such as: building a pipeline of talent,

easing the transition into the organisation and providing new

perspectives to the organisation through reverse mentoring with | 1. Retain talent

senior executives. 2. Identify and develop future leaders (fast tracking)

3. Build professional and social networks across the
organisation

Top 3 Objectives for Young Professional Mentoring

Other Objectives for Young Professional Mentoring
- Improve job performance and efficiency through coaching
- Provide confidential ear to discuss issues

- Provide reverse mentoring to senior executives

Table 2. Each group was asked to discuss the challenges their companies
face in running these mentoring programmes and highlight what

Vapp 2 Calllemeres s Al Crenyes they considered to be the top three. The challenges identified

1. Lack of mentors in terms of both quantity and quality were generally common to both types of mentoring programme

and the results across all the nine groups are shown in Table 2. The
number one challenge cited for companies running mentoring

2. Mismatch of mentor and mentees
3. Maintaining commitment and sustainability

— - programmes in Asia was the lack of mentors. Participants talked
Other Challenges Identified in Top 3 of Different Groups about there being a limited pool of good quality mentors to draw

- Freeing up time for mentoring from and that many of the senior mentors have busy schedules,

+ Process of matching mentors with mentees including overseas travel in the region, which means finding time
+ Tracking and measurement for mentoring can be difficult. The second biggest challenge

- Different geographical locations and time zones highlighted was the mismatch of mentor and mentees. This was

. Communication and positioning of the programme talked about in terms of mismatch of expectations between the
\ J parties, but also included the fact that sometimes the relationship
does not work simply because the chemistry between the two
parties is not right. The third main challenge cited was keeping
the momentum of the mentoring programmes going — both with
regards to the commitment of the individuals involved, but also
the ongoing governance and administration of the programmes.

There were a couple of challenges highlighted that are faced
particularly by companies running mentoring programmes in Asia.
One group mentioned, for example the practical challenge of
maintaining the mentoring relationship when people are based in
different countries and time zones. Another talked about the
awkwardness of mentees and the cultural challenge of Asian
employees being reluctant to speak up or share details of their
personal life.
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Table 3.
Each group was asked to brainstorm ways their companies could
measure the impact of their mentoring programmes. The key
suggestions that the participants came up with are listed in Table 3. In .
addition to direct measures such as participation rate of people in
mentoring programmes and feedback, the participants also suggested
looking at more strategic measures such as the retention and promo-
tion rates of mentees and their performance objectives. It is not clear
from the discussions whether these were measures that companies are
already using, or whether these were aspirational measures.

Ways to Measure Impact

Participation rates and participation levels (ie how
many times the mentor and mentees met and
communicated) of mentoring programmes

- Feedback from mentor, mentees and managers

- Retention rates of mentees

- Promotion rates of mentees

« Results of annual employee survey

- Achievement of performance objectives

Each group was asked to identify factors which they saw to be critical to
the success of their mentoring programme and to agree what they
considered to be the top three. The results are summarised in Table 4.
The number one key success factor participants highlighted was the
importance of ensuring that there is corporate commitment to the
mentoring programme and executive endorsement. This includes
giving employees permission to take time from routine work to develop
the mentoring relationship. In direct response to the challenge
identified of mismatch of expectations between the parties in the
mentoring relationship, participants highlighted that it is important to
structure the relationship from the outset. They talked about stating the

Table 4.

Top 3 Key Success Factors Across All Groups

1. Company commitment and executive support

2. Structured relationship between mentor and mentees
3. Mentoring skills and training of mentor
Other Key Success Factors Identified in Top 3 of Different
Groups

expectations upfront, agreeing the rules of engagement, giving clear .

explicit roles and responsibilities and encouraging the mentor and
mentees to find time to meet face to face as much as possible rather
than conduct the relationship on a virtual basis. It was also felt that the
ability of the mentor to mentor was critical to the success of the
programme and that a company should take steps to improve the
mentoring skills of mentors.

Table 5. Best Practice Examples of Mentoring Programmes

Ownership of mentoring relationship and engagement
of mentee

Pairing and matching of mentors to mentees
Tracking and measurement of success
Committed resources

Confidentiality

Finally participants were invited to share with each other examples of

These are generally a group of mentors (two to
four) matched with double the number of
mentees. This approach is an efficient use of
mentors and fosters a good network between
the mentees.

Mentoring
Circles

This type of mentoring involves a more senior
person learning from a more junior person to
gain a different perspective.

Reverse
Mentoring

This is mentoring between people in different
geographies, eg India and Hong Kong. Itis
seen to be particularly useful in preparing
executives for regional roles.

Cross Border

This is mentoring between people of the same
level. It is seen to be particularly valuable for
Generation Y employees.

Peer
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Like speed dating, at speed mentoring events,
mentees meet with a mentor for 10 minutes
and at the ring of a bell move to the next
mentor. These high-energy coaching sessions
provide mentees with inspiration, encourage-
ment and valuable connections. They can also
be used to help mentors and mentees find a
good match.

Speed
Mentoring

www.communitybusiness.org

best practice in the area of mentoring. Some shared best practice from
their companies in terms of the different types of mentoring
programmes they run, whilst others talked about best practice in terms
of process. Examples of best practice programmes included: mentoring
circles, reverse mentoring, cross border mentoring, peer mentoring and
even speed mentoring. A simple description of each of these is provided
inTable 5.

With regards to best practice processes, participants talked about the
importance of providing training and guidelines and not treating the
mentoring programme as a stand alone initiative but embedding it into
the performance appraisal process. Other ideas are summarised in
Table 6.

Table 6. Best Practice processes

Recommended Best Practice Processes

Provide training and written guidelines on how to manage successful
mentoring programmes

Anchor mentoring into performance appraisal

Use technology to expand depth and width of mentoring across
global organisations

Provide training for both mentors and mentees

Identify different mentors for different skills (eg technical,
interpersonal, etc)
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Observations
The value of mentoring is recognised by companies operating in Asia who were part of the Diversity & Inclusion in Asia 2008
Conference, with more than 80% of the organisations represented at this forum stating that their company has some kind of
mentoring programme. In particular these companies recognise the importance of mentoring as a way to retain and develop
staff as well as build a pipeline of talent for the future.

Young professionals and women are seen to be the priority group for such initiatives with more organisations having mentoring
programmes for these target groups than any other. Whilst for the young professionals mentoring is useful in helping to facilitate
their integration into the organisation and maximise their on the job performance through one to one coaching, for women it
plays a key role in determining their career success. Indeed, according to a 1996 Catalyst study, 37% of 500 senior women
executives interviewed explicitly stated that having an influential mentor or sponsor was a critical ingredient for success. In the
same study, four out of five respondents considered such a strategy at least somewhat important to their career advancement.
This is supported by our own Gender Diversity Benchmark for Asia conducted among 11 leading multinational companies in Asia”.
In interviews with over twenty of the top women from these organisations in China, India, Japan and Singapore, having a mentor
was mentioned by all as being a contributing factor to their success.

According to the companies that took part in this discussion, the most common challenges associated with running mentoring
programmes in Asia include: finding good quality mentors; ensuring a good match between mentor and mentee — looking at
both the management of expectations and the chemistry between the individuals; and ensuring the momentum and ongoing
sustainability of the programme. Companies who are serious about mentoring, need to find ways to develop a more supportive
culture which not only provides appropriate training for mentors but also clarifies the purpose and structure of the relationship.
Sufficient attention needs to be given to the matching process so that the relationship is given the maximum chance of success.
This includes looking at all the variables of difference between the two individuals and being clear about where the opportunities
for maximum learning lie on both sides. To make their initiatives more sustainable, companies need to make sure they do not
treat mentoring programmes as stand alone activities. The key is look at ways of linking mentoring to business strategy and
integrating mentoring into the performance management process.

Companies in Asia seem to understand that successful mentoring programmes can have a strategic impact on the business,
particularly in terms of the improving the retention and promotion of staff. It is encouraging to see that they are making this link
and identifying specific measures for their mentoring programmes in this regard.

Some examples of best practice both in terms of types of mentoring programme and process were shared by the participants in
this research. For the most part these were ideas that have been introduced by companies in other regions of the world. Moving
forward, it will be interesting to see whether companies can share their specific experiences in Asia, particularly with regards to
cross-border mentoring. As the markets in Asia assume a more important role, mentoring relationships between employees from
say China or India and the corporate head office in the US or Europe could play a powerful part in driving a greater diversity of
views and policies — and ultimately greater corporate success in a global market.
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“ Community Business is a unique membership based non profit organisation whose mission is to lead,
inspire and support businesses to improve their positive impact on people and communities. Community
Business provides training, facilitation and advice to some of the world’s leading companies in Corporate
Social Responsibility (CSR) and its major areas of focus include CSR strategy, corporate community
investment, diversity and inclusion and work-life balance. Founded in 2003 and based in Hong Kong,
Community Business currently works with a number of organisations, small, medium and large, committed
to CSR. For more information, Visit v cormmunitybusiness o

Community Business

701 Cheungs Building, 1-3 Wing Lok Street, Sheung Wan, Hong Kong
Tel: +85221521889 « Fax: +852 2540 9520

Email: info@communitybusiness.org

URL: www.communitybusiness.org




